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With the rapid growth of the online shopping in recent years,there’s big  
growing space for the Internet shopping in China.The convenience and the 
inexpensiveness of the web shopping promote much impulse buying on the Internet 
where impulse purchasing is an universal phenomenon. Impulse buying is a 
phenomenon that has received considerable attention from marketing researchers 
since the 50’s in the 20th century and has been studied extensively in an offline 
setting. But there’s few studies on the impulse buying online by now,especially of the 
empirical study.Research referring to the effects of factors of the Internet impulse 
purchasing is still a blank.This paper tries to find out the key factors by that could 
expect the impulse buying in an online setting. 
This study focussed on the influencing factors of the impulse buying on the 
net.Based on the literature and the network features,this paper concluded four factors 
involving product features,store characteristics,situational factors and consumer 
characteristics.This study collected data from 317 questionaires by suvey. 
Using discriminant analysis,the results of this study suggest that impulse buying 
tendency,materialism and credit card payments are the factors with discriminant 
function.Among these factors, Impulse buying tendency played a most important role 
in discriminating impulse buying and non-impulse buying online, accounting for 
65.55 percent of the total discrimination.The other two factors relative importance 
weights were materialism18.81%, credit card payments 15.64%. 
 














目  录 
1 绪  论 .................................................................................................................... 1 
1.1 研究背景 .......................................................................................................... 1 
1.1.1 我国网络购物市场的发展潜力巨大 .................................................... 1 
1.1.2 冲动性购买现象在网络购物中普遍存在 ............................................ 1 
1.2 研究目的和意义 .............................................................................................. 2 
2 文献综述 ............................................................................................................... 3 
2.1 冲动性购买理论综述 ...................................................................................... 3 
2.1.1 冲动性购买的定义 ................................................................................ 3 
2.1.2 冲动性购买的分类 ................................................................................ 5 
2.1.3 冲动性购买的理论解释 ........................................................................ 7 
2.1.4 冲动性购买的测量方法 ....................................................................... 8 
2.1.5 冲动性购买的影响因素 ........................................................................ 9 
2.2 关于网络冲动性购买的研究 ........................................................................ 15 
2.2.1 网络购物环境特征与冲动性购买 ...................................................... 15 
2.2.2 影响网络冲动性购买的因素 .............................................................. 17 
2.3 文献总结和研究问题的提出 ........................................................................ 18 
2.3.1 文献总结 .............................................................................................. 18 
2.3.2 研究问题的提出 .................................................................................. 18 
3 研究方法 ............................................................................................................. 20 
3.1 变量定义与测量 ............................................................................................ 20 
3.1.1 自变量 .................................................................................................. 20 
3.1.2 因变量 .................................................................................................. 24 
3.2 问卷调查 ........................................................................................................ 24 
3.2.1 调查对象 .............................................................................................. 24 















3.2.3 问卷修改与前测 .................................................................................. 25 
3.2.4 正式问卷的发放与回收 ...................................................................... 25 
3.2.5 数据处理 .............................................................................................. 25 
4 研究结果 ............................................................................................................. 27 
4.1 网络冲动性购买与非冲动性购买总体情况 ................................................ 27 
4.2 区别网络冲动性购买与非冲动性购买的关键因素 .................................... 28 
4.3 关键因素的相对重要性 ............................................................................... 29 
5 讨论 ...................................................................................................................... 31 
5.1 研究结果分析 ................................................................................................ 31 
5.1.1 冲动购买倾向对网络冲动性购买的影响 .......................................... 31 
5.1.2 物质主义对网络冲动性购买的影响 .................................................. 31 
5.1.3 信用卡支付对网络冲动性购买的影响 .............................................. 32 
5.2 营销建议 ........................................................................................................ 33 
6 研究局限及建议 ............................................................................................... 34 
参考文献 ................................................................................................................. 35 
附    录 ................................................................................................................. 40 

















1 Introduction .........................................................................................................  
2 Literature review ................................................................................................  
2.1 Impulse buying ................................................................................................  
2.1.1 The definition of impulse buying ........................................................  
2.1.2 The classify of impulse buying ............................................................  
2.1.3 The explanatory theories of impulse buying .....................................  
2.1.4 The measurement of impulse buying .................................................  
2.1.5 Influencing factors of impulse buying ................................................  
2.2 Online impulse buying ....................................................................................  
2.2.1 Internet shopping and online impulse buying ...................................  
2.2.2 Influencing factors of online impulse buying ....................................  
2.3 Summary and research questions ..................................................................  
3 Methodology ........................................................................................................  
3.1 The definition and measurement of variables ..............................................  
3.2 Questionaire .....................................................................................................  
4 Results ....................................................................................................................  
4.1 The general evaluenation of impulse buying and non- -impulse buying 
online ................................................................................................................  
4.2 The key factors of discriminating impulse buying and non-impulse 
buying online .................................................................................................  
5 Discussion ..............................................................................................................  
5.1 Analysis of results ............................................................................................  
5.2 Implications .....................................................................................................  
6 Limitation and suggestion ...............................................................................  
Referrence ................................................................................................................  
Appendix ...................................................................................................................  

























1 绪  论 
 1
1 绪  论 
1.1 研究背景 
1.1.1 我国网络购物市场的发展潜力巨大 
艾瑞咨询最近统计数据显示，2010 年中国网络购物市场交易规模达 4980 亿









相当的比例（Bellenger，Robertson & Hirsehman，1978；Kollat & Willett，
1967；Hausman，2000）。研究发现，百货购物中有 27%—62%的消费都属于冲动



























2002）。在网络购物中，约有 25%-80%都是冲动性购买（LaRose & Eastin，2002）。
大量的消费者在网络上发生冲动性购买行为。 












































表 1 操作性的购买意图-购买结果矩阵 
  购买结果  
购买意图 产品及品牌购买 没有购买 产品购买、品牌未买
产品及品牌 1 2 3 
仅有产品 4 5  
仅有产品类别 6 7  
需求确认 8   
需求未确认 9   








































































表 2 过度购买的消费者类型 
  认知控制  
反应行为 强 弱 
强 强迫型消费者 冲动型消费者 
弱 狂热型消费者 情感性反应的消费者 
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